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Campaign Takeaways

503K (Radio)

569K (Digital)

Impressions

25.75%
CTR

25K
Email Opens

21.23%
Average Open Rate

Summary:
The DE529 Education Savings campaign ran from October through December 2019. Display banner ads, Facebook/Instagram 
Newsfeed ads and E-mail tactics were used to demographically and geographically target our audience. In addition, we ran a :30 
radio spot across the top ranked stations within the Wilmington and Salisbury-OC radio markets. For the campaign, our tactics drove 
users to the Delaware.gov site, specifically the Education Savings Plan page: https://treasurer.delaware.gov/education-savings-plan/

Campaign goal: 
Drive people to the site to learn more about Delaware’s 529 Education Savings Plan

Target audience: 
Parents with kids 0-12 years + Grandparents, in the state of Delaware

Tactics:
• Terrestrial Radio (WSTW-FM, WJBR-FM, WDSD-FM, WWFG-FM, WZBH-FM)
• Facebook/Instagram/Audience Network (Newsfeed Image Ads)
• Brandywine Buzz E-Newsletter (Advertorial E-Blast + E-Newsletter Banner)
• Capegazetteonline.com (Dedicated E-Blast to 100,000 verified email addresses)
• Newarkpostonline.com (Banner Ads + E-Blast banner)
• Local.com Sites (Banner Ads)

Success metrics:
• Impressions
• CTR 
• Email Open Rate

Highlights:
• Over 569K impressions delivered with our digital tactics
• Our banner ads & newsfeed ads produced an exceptional CTR of 25.75%
• Over 25K combined email opens, with an average open rate of 21.23% 
• The flighted radio schedule produced over 503K impressions, spreading our campaign messaging throughout the state
• Radio had a 25.3% reach amongst Adults 25-54 with a 4.7 frequency to hear our message
• Please note that Facebook/IG/AN Newsfeed Ads did not run from 11/11 – 12/31 due to client verification issue
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https://treasurer.delaware.gov/education-savings-plan/
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Facebook/Instagram/Audience 
Network Newsfeed Ads

Digital Display 
Banners
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Dedicated 
E-Blast

Advertorial 
E-Blast
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Terrestrial Radio
• :30 Spot
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Private School Outreach

Leverage communications and influence events

already in place at schools throughout

the state.

• “Get the facts” toolkit for parents

• Short presentation at parent meetings/town halls

• Messaging in parent newsletters and email blasts

• Provide the school with pre-written messages for their 

social media
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Baby Activation

• Establish photographer partners for our “DE-

529 Face of our Future” baby and toddler photo 

contest

• Secure “models” to be the faces of future DE-

529 communications campaigns

• Increase awareness and interest among parents 

for leveraging DE-529

• Video assets from the shoot would be used

for social media.


